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Components of the Project:

I
Introduction – Overview

II
Situation Analysis

A.  Nature of Demand 

The purpose of this section is to make explicit your beliefs and assumptions regarding the nature of the purchase decision process for the goods or services under investigation.  The key to conducting this analysis is to think about the implications of alternative marketing strategies and programs.


1. Segmentation – Proper identification of the target market(s) is a key part of strategic marketing.  Are the market segments growing?  Is the organization’s target segment large enough to support the product or service?  Can the market be more meaningfully segmented into several homogenous groups, which identify what customers want and how they buy?


2. Decision Making – Determine the how, what, where, when, and why of the purchase decision.  How do buyers currently buy existing products or services?   What are the more important types of behavior patterns and attitudes?  What is the degree of information seeking?  What is the level of brand awareness and loyalty?  What are the sources of product or service information?  Who makes the purchase decision?  Is the purchase an individual or group decision?  Who influences the decision maker?  How frequently is the purchase made or repeated?  Is it a routine decision made frequently or is it a decision that occurs infrequently?  What is the risk or uncertainty level associated with the purchase and what are the consequences of making a poor choice?  What needs to buyers satisfy by purchasing the product or service?  Are they emotional or rational?


B.  Extent of Demand

The task of specifying the extent of demand in a market involves defining the actual size of that market and estimates of future sales potential.  To understand the extent of the demand for a product or service category you should:


1. estimate the size of the market (units and dollars) now and in the future


2. market share of competition, trends (units and dollars)


3. decide if it is best to analyze the market on an aggregated or segmented basis


C.  Stage of Product Life Cycle 

In what stage of the life cycle is the product or service category?  What market characteristics support your life cycle stage evaluation?  Be sure to describe the category in which the firm is competing and not just the product or service the firm is selling.  The product life cycle is the description of a whole category of products or service, not just of the offerings of individual products in a category.


D.  Skills of the Firm

1.  Does the firm possess the skills and experience to perform functions necessary to be in this business (marketing, production, management, financial, R&D)?

2.  How do these skills compare to the competition?


E.  Macroenvironmental Trends


1.  Sociocultural Environment – Represents the cultural, attitudinal, and behavioral aspects of the macroenvironment.


2.  Demographic Environment – What is the demographic makeup of the overall market?  How does this compare to the organization’s target market?


3.  Political and Legal Environment – Include all factors controlled by public authorities, specific interest groups, and other forces that operate on the legislative process. 



4.  Technological Environment – Though technology is the driving force behind the development of many new products and markets, it also represents a major reason for the decline of some products and markets.


5.  Economic Environment – Current state of the economy, forecasts for the future – how will this affect the products or services in this industry? 


6.   Competitive Environment – Who are the competitors?  How intense is competition?


III
Problems, Opportunities and Threats


A.  Problems – A major pitfall in defining problems occurs when symptoms are confused with problems.  Problems are causes, and symptoms are effects.  Once you have identified more than one major problem in the firm, ask yourself whether or not the problems are related enough to be consolidated into one problem.  If you have identified two or more problems that are not directly associated with one another, rank them in the order of their importance and address them in that order.


B.  Opportunities – A marketing opportunity is an attractive arena for marketing action in which the firm can expect to enjoy a competitive advantage.  Each opportunity should be classified according to its attractiveness and the probability of success by the firm.


C.  Threats – A threat is a challenge posed by an unfavorable trend or development in the environment external to the firm that would lead, in the absence of purposeful marketing action, to an erosion of the firm’s position.  The various threats should be classified according to their seriousness and probability of occurrence.
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